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Introduction 



This is a preliminary report on an exploratory research study 
undertaken for Downtown St. Louis, Inc. A complete report will 
be submitted by June 20, 1969. The purposes of this preliminary 
report are (1) to transmit our principal recommendation to the 
effect that a major attitude study should not be undertaken 
immediately and (2) to present briefly some important and 
interesting findings. 



Before reporting these findings and recommendations a short 
review of the purpose, scope and method is presented. 



Purpose of the Study 



The purposes of the study were (1) to isolate important public 
attitudes and (2) to determine the feasibility of a major study 
of public attitudes towards the city including methods by which 
such a study might be conducted. 

Scope of the Study 

The study was purely exploratory and therefore was extremely 
limited in scope. It was clearly intended to be a feasibility 
study and no statistically valid conclusions were to be 



expected from it. 
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Methodolocfy 

Three major survey methods were used. Two of these, the group 
interview and the personal at home depth interview, were 
originally recommended. In addition, nearly 300 short personal 
interviews were conducted in the downtown area. 



Group interviews were conducted by Professor Fred Thumin of 
the University of Missouri at St. Louis. Personal interviews, 
both at home depth interviews and downtown interviews were 
conducted by Marie Winters Marketing Research. All interviewing 
procedures as well as interpretations of findings were the 
responsibility of Batz, Hodgson, Neuwoehner, Inc. in consultation 
with Dr . Thumin . 
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Selected Major Findings 







In this brief report it is not possible to provide more than 
a few highlight findings. The final report will, of course, 
present all significant findings in adequate detail. We have 
selected for inclusion here those findings which we believe 
are most relevant to the purposes of this exploratory study. 
It should, of course, be remembered that these fillings are 
based on a limited number of interviews and have very little 
statistical validity. We believe, however, that they are 
noteworthy. 



The first purpose of the study was to isolate the specific 
areas of public attitude toward the city which should be 
investigated in depth. Our major findings bearing on this 



purpose are : 



1 . 




Attitudes towards the city cannot be generalized 
for the entire metro area population. This was 
anticipated in our proposal and has been completely 
confirmed by the feasibility study. Attitudes 
differ considerably by area, age, and socio-economic 
characteristics. • Our attitude findings, therefore, 
must be reported for specific segments of the 
population. 
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2. The "city” is not part of the new suburbanite's world. 

The fact is that people in the north and west coxinty 

\ 

\ 

areas can get along quite well without the city — stadium 
sports events being the major exception. "Downtown? 

I just don't even think about it." seems to typify 
this attitude. 



Yoxmger generation not familiar with downtown — do 
their shopping at other centers in county and city. 
The modern suburban fami ly no longer regards the 
downtown area as part of their lives. Inconvenience 
and fear are probably just "convenient" excuses, 
misconceptions and/or rationalizations for not 
utilizing the downtown area to a greater extent. 



3. 




Those in the west and north county who do think about 
the city have four major complaints about it. We do 
not know the relative importance of these or whether 
they are reasons or rationalizations. Nevertheless 
they are definite attitudes. They are: 
a. Inconvenience — too far to travel and too difficult 
to park. They also complained about having to pay 
for parking, as compared with being able to park 
free at county shopping centers. 
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b. They regard shopping downtown as an all-day event 

, and feel they must dress up and expend considerable 

\ 

effort to go downtown, whereas they can rvin to a 

\ 

county shopping area in slacks in much less time. 



c. They regard the downtown area as less attractive and 
pleasant as far as appearance and general environment 
are concerned. The attractive malls, walk -ways, 
new buildings, etc. of the county areas were 
frequently compared with the more drab and older 
buildings in the downtown area. 




d. 



Pear of being robbed or otherwise molested by 
Negro youths was often expressed. They especially 
were fearful of such occurrences in the multilevel 
parking lots — and at night. Some were not afraid 
of the downtown area per se (at least not in the 
daytime), but feared that incidences would occur 
on busses going to and from the downtown area. 



4. 




One of the most loyal segments is the older, conservative 
South St. Louis citizen. Due partly to age, partly to 
proximity, and partly to income the South St. Louisan 
is a good friend of downtown — not completely satisfied — 
but still a good friend. 
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5. The east-side resident is very important to downtown. 

We early learned that women from the East Side (Belleville, 
Collinsville, etc.) regard St. Louis as their major 
shopping area, as well as their major entertainment 
area. As a group, they showed less concern or fear 
about the Downtown area than did women on the St. Louis 
side of the river. Some of the East Side women, 
however, did express concern about driving through 
East St. Louis to get to and from the downtown area. 
Needless to say, these people are eagerly awaiting 
the development of modern shopping centers near their 
homes. We are not encouraged about the effect this 
will have on downtown St. Louis patronage. 



6. Some attitudes appeared to cut across segment lines, 
although segment differences were still noticeable. 
Three of these are most important. 



a. 




Downtown is not safe, especially at night. Many 
felt that additional police assistance was needed 
in the downtown area — and/or that the present 
police staff should be given greater freedom to 
"be tough" with undesirable elements. 
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Some downtown businessmen indicated that their 
evening business was definitely hurt by lawlessness 
in the area. Cases were cited of businessmen who 
finally left the downtown area in dispair. 



Although the St. Louis women were almost unanimously 
fearful of being in the downtown area alone at 
night, most were not afraid to be there with 
their husbands, and/or groups involving men. 




b. 



Downtown has no clear-cut shopping advantages. 

The women were mixed regarding the question of 
whether downtown had advantages over other shopping 
areas from the standpoint of diversity or breadth 
of choice of products. Some felt they had a 
wider selection downtown, as well as better prices, 
whereas others felt the selection in county shopping 
areas was equally broad — and that county prices 
were no higher than downtown. 



Very few of the women banked in the downtown area — 
unless they or their husbands also worked in the 
downtown area. 
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Downtown has little physical pull. We noted that 
many of the women interviewed (both St. Louis and 
East Side) shop in the downtown area ^ te lephone . 



If there is a shopping strength for downtown it 
lies in the area of big ticket durable goods. 
Some women who normally shop in areas other than 
downtown indicated that they did shop in the 
downtown area when considering the purchase of 
large items, such as household furniture. 




c . 




The Downtown Showcase sparkles, but not brightly 
enough. The East Side residents were very 
enthusiastic and complimentary about the evening 
facilities, the arch, stadium, and, in general, 
the "new face" of downtown. St. Louis area 
women were also complimentary about these new 
developments (though to a somewhat lesser extent) , 
— but they felt that improvements simply did not 
compensate for the inconvenience of having to go 
"all the way" downtown to shop when such pleasant 
centers were available near their homes. 
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Recoinmendations 

1. A major study, validating and amplifying these results, 
would be highly desireable, but it probably cannot be 
economically justified. We do not recommend it be under- 
taken. We have several reasons, first of a practical 
sort. 

a. The time required in group and personal interviews to 
"get at" fundamental attitudes was considerable. This 
was especially true of the "fear" attitudes. 

b. The segmentation problem is more serious than we 
expected. The task of studying each would be enormous. 

c. The conclusions we have reached "came through strong 
and clear." There is no need to document the obvious. 

d. We could not interview negro residents and doubt that 
it will be possible for some time to come. 

More basically, we see that the reasons for the city's 
problems are sociological and are not going to be resolved 
quickly even if you had the most complete documentation. 
These problems are: 
a. The inner city depression, . and 
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b. 



Suburban isolationism. 
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You can work at these problems, but you will not solve 
them by proving they exist. We believe the feasibility 
study has done this . 

2. Based on our limited findings, we do recommend the following. 



1 




a. Educate people how to use downtown. Many negative 
attitudes reflect ignorance. Surprizingly many people 
don't know how to get downtown, where to park, how to 
shop a department store, etc. 

b. Concentrate promotional efforts on the younger half of 
the adult population — specifically, the 15 to 30 age 
group. Unless you "win" this segment, you have no 
future at all. 

c. Obtain immediate and very obvious police protection. 

d. Keep moving rapidly and show immediate visible progress 
in the modernization of the downtown shopping area. 



3. Although we do not recommend a major research study, we 
do suggest that "feeler" projects, similar to this be 
undertaken at least every two years. 
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